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ABSTRACT 
The quest of introducing new products on market with an objective of success is one 
way a long journey that organizations must critically evaluate. There is need to ensure 
product compliance with quality as well as cost in order to compete favorably in the 
market. New product development comprises knowledge search and generation which 
can be obtained in a number of ways. New product development requires an 
organization to develop a learning environment, encourage innovation, and initiate an 
objective market research, the close collaboration of virtually all functions within a 
company. The existence of an effective cross-functional team piloted at market 
research, with clearly outlined objectives is thus critical to the successful development 
of any new product. Besides that, the success of new product mainly depends on the 
new product development process. 
 In this research study, the primary objective concentrates on evaluation of the effects 
of new product development on organization performance: a case study of Amra 
Herbal Clinic with specific objectives being; to determine the effect of new product 
innovation on organization performance, to establish how new product branding 
affects organization performance, to determine the effects of new product line on 
organization performance and to find out the effects of new product packaging on 
organization performance. The gaps to be filled by this research study was 
concentrated , on factors affecting NPD on organization performance as well as use of 
valid data collecting instruments.  
Out of the 110 people as target population, the researcher obtained a sample size of 52 
people as respondents using Nassiuma’s formulae who were sampled use simple 
random stratified method.  The numerical data collected was analyzed quantitatively 
by use of tables and diagrams and thereafter explanation given in details in bringing 
out clear understanding. In conclusion, the study found that enhanced customer 
loyalty was the major impact of new product innovation on organization performance, 
the major effect of new product branding on organization performance was enhanced 
organization image. On the other hand, new product line led to competitive advantage 
while new product packaging resulted to increased sales turnover. 
Therefore the researcher recommended that, the organization should embrace cross-
functional collaboration in anticipation of new product development. Since this will 
enhance a learning organization in order to tap on innovation and creativity of 
employees. Furthermore, the organization should strive to adapt new market and 
technological research approach in order to remain relevant in the market.  
 
 
  
ABBREVIATIONS 
Abbreviation       Meaning  
NPD      -New Product Development 
MUA      - Management University of Africa 
SWOT      -Strength Weakness Opportunity Threat  
CGT      -Consumer Goods Technology 
  
DEFINITION OF TERMS  
New product development: Refers to a process whereby an organization introduces a    
new product with new different or unique features. 
Organization: Is a collection body of useful resources grouped together and managed 
to achieve a common objective. 
Prototype: This refers to an artifact of a product intended for production. 
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CHAPTER ONE 
INTRODUCTION 
This chapter consists of the background of the study, statement of the problem, 
purpose of the study, objectives of the study, research questions, significance, 
limitation and the scope of the study. 
 
1.1 Background information of the study 
The New Product Development (NPD) concept has been gaining an increasing 
attention in the last few decades. With domestic and global competition intensifying, 
the continuous development of new technologies which quickly render existing 
products obsolete, the constant change of customer needs and requirements, and the 
increasing costs of developing new products put organizations under a constant 
pressure to develop new products. With this in mind, organizations have to be fast and 
efficient in developing new products. Companies have tried a variety of approaches 
for the successful introduction of the new products including but not limited to using 
cross-functional development teams, empowering employees, and reducing layers of 
management. Others have tried experimentation with reducing development times, 
and conducting field studies to determine the contributing factors for better 
implementation of NPD projects. Despite all these efforts, the failure rate in 
developing new products is alarmingly high (Suwannaporn. P, 2009).Statistically, it 
has been estimated that for every 4 projects that enter development, only one makes it 
to the market, at launch, at least one third of the products fail despite research and 
planning, (Winger and Wall, 2006). 
 As indicated by (B & H, 2001), despite the fact that NPD literature points out a fairly 
consistent list of success factors, it seems that only a few companies have 
implemented these identified success factors, for instance Amra in Kenya. However, 
the statistics impel organizations to manage every stage of their NPD projects 
efficiently and effectively. And in most cases, the use of project management tools 
and techniques as optimal means of implementing NPD projects becomes necessary 
since NPD failure and even the ill implementation of NPD has been proved to 
increase organizational mortality (J, 2001) 
An organization that seeks to maintain relevance, dominance and market 
sustainability has no other option apart from embracing and initiating effective NPD 
mechanisms, at any given situational condition (Amstrong, 2008). Most of the 
prominent firms are being outfaced by upcoming vibrant and resourceful firms that 
are technologically and manpower equipped. An organization is identified with, the 
nature of attached products which could be goods as well service offering. In a 
competitive market, every player is seeking to win the loyalty of the prospective 
market segment, as well as maintaining the loyal market; by producing preferable and 
quality improved products that suit the customer needs, at a given point of need and 
situational condition (online, 2014)Customers are more concerned with the type of 
product that will meet their expectation, they will therefore develop the urge to search 
where their needs will be met with satisfaction, thus putting pressure on the 
organizations in a given field to work extra ordinarily towards developing new 
products suiting the dynamism of the market expectation. Be it developed or 
developing firms, new product development is point of concern especially in today’s 
competitive market.  
(Amstrong P. K., 2008), the ability to bring products to market which comply with 
quality, cost and development time goals is vital to the survival of firms in a 
competitive environment. Competition in business world has stiffened in a sense that 
a non committal organization cannot survive. Organizations will strive through all 
avenues to ensure that they remain reliable and profitable on the market, some have 
opted so many avenues with diversity in nature. Innovative has been a point of 
concern by most of the organizations in developed countries. Most such organizations 
have been able to tap the knowledge, skills and talents of workforce as well as 
through consultancy mechanisms in ensuring relevance and value addition (M, 2004). 
 
It has been noted that, an organization is not only just the physical structures or the 
management structure or the capital employed in the daily running of the business! 
But the nature of the products and services offered by the organization are the one that 
will finally determine its relevance and competence over the market.  Customers 
being the end users of the organization, have been and are still greatly concerned 
about their satisfaction by the products offered by the organizations (Benchmarking, 
1999). This has greatly led to market dynamism forcing organizations to initiate New 
Product Development (NPD) mechanisms in their line of production. 
 
According to (H, 2007) new product development could be in various ways, the 
organization could anticipate NPD by rebranding its original products, producing new 
different product, as well as acquisition of other products from different producers 
and introducing them in their line of operation.  A firm can utilize a number of 
mechanisms in ensuring that NPD’s objectives are achieved effectively and 
efficiently. (S, 2003), commonly used approaches includes the following: cross-
functional teams; in this case the organization forms a technical team comprising 
departmental representatives as experts in a given field of specialization. This is 
aimed at collaboration across the organization with main objective being to streamline 
the product development process. Another mechanism is innovation; in this case the 
organization induces a friendly working environment where every employee is 
allowed to practice his/her creativity as well as innovation (Gresham G., 2006). 
Through this, the organization is able to utilize the employees’ innovation and 
creativity in producing new products suitable for the customers. Another mechanism 
is growing team that becomes customer- centric focus. A customer-centric focus 
involves engaging the customers for feedback and opinions. 
 
For that case this research study was done at Amra Herbal Clinic branch. Amra 
Herbal Clinic is an alternative healthcare facility with local as well as global outreach. 
The firm is a center of pharmacopeia; it produces natural medicines, dispenses, 
prescribes at the facility and also distributes to its distribution channels. All 
productions and operation process is done in the country. Due to the need to access 
global market, this organization has objectively encouraged franchising approach. 
Amra Herbal Clinic was established in the year 2011 as a sister company to Dr. Maina 
Herbal Clinic (Foratram International). Headquarter for Amra Herbal Clinic is found 
Mombasa CBD with branches and affiliates countrywide. The head office is located 
in M-Plaza 1st floor on Maungano Street. 
 
Amra Herbal Clinic is a product and service oriented organization. This organization 
has got a functional organization structure with a centralized leadership being at the 
helm of the managing director in the top management level. Through the effort of the 
subordinates in their daily interaction with customers, this organization is on the 
forefront in outweighing other firms in the same field. Besides that, the firm has been 
awarded a number of prizes of recognition relating to quality, customer satisfaction as 
well as statutory compliances. Customer’s needs, specifications and expectation are of 
great concern by this organization, hence this has given the firm a sleepless time since 
the market is becoming more dynamic thus the need to initiate new product 
development by the firm in order to satisfy the customer’s needs. 
 
One might ask, what are the impacts of NPD on Amra? From the statistics of Amra 
revenue, it was realistic that when Amra initiated three more new products, i.e. Mega 
DNA®, Hypodea® and Glucorine Tincture® during late year 2014, the sales revenue 
increased with more than 60% in the subsequent financial years, besides that the 
organization achieved competitive advantage over the market hence expanding 
market segment. This led to birth of more than five branches across the country. The 
impact of NPD wasn’t only on Amra performance but also spread across the 
stakeholders; the suppliers, clients, employees as well as the relevant governmental 
agencies. Among the above three new products two were new products researched 
and produced products at the organization whereas the other one was an outsourced 
product and both products are still trending effectively in the firm. The firm has 
periodically initiated new products with great positive impact on its performance. 
However, constant development of new viable products can be realized effectively 
through proper and viable NPD mechanisms, thus the need of evaluating the effect of 
NPD at Amra Herbal Clinic. 
 
1.2 Statement of the problem  
 
New product development failure rate is quite alarming and shocking to the extent 
that some organizations are becoming more reluctant in initiating NPD. The failure 
rate is more attributed to dynamism of market taste and preference, technological 
factors as well competitive environment. For an organization to effectively initiate, 
develop and launch new product on the market it requires an intensive market 
research and analysis. Such process of NPD may in return result in either positive or 
negative effects to the organization performance. During the entire process there is 
utilization of organization valuable resources which can be costly to the organization 
performance. However, if the organization successfully launches a new product then 
stands to enjoy better performance on the market. 
 
An organization is considered to be innovative, creative and future oriented when it is 
able to meet even exceedingly the customer’s requirements. Customers preferences 
are dynamism in nature hence the need of production of products that will suit and 
meet customers’ expectations at a specified period of time. Therefore organizations 
have been left with no option apart from initiating new product development. 
However, most of organizations have faced with many challenges towards NPD 
process, hence the need for some control measures and consideration to be put in 
place for quality control purposes. Therefore, it might require an inner examination in 
areas that requires consideration in order to ensure smooth implementation of NPD. 
Due to inconsistency in products of Amra Herbal Clinic. It has been realized that 
customers to this organization are becoming more concerned hence putting more 
pressure to the organization to enhance on new product development. Therefore, the 
organization has valued the need of innovation and creativity by embracing; new 
branding of products, new product lines and new packaging of products in order to 
fulfill the desire of its clients and also retain their loyalty. 
 
1.3 Objectives 
1.3.1 General objective 
The general objective of this study was to establish the effects of new product 
development on an organization performance. 
1.3.2 Specific objectives 
The following were the specific objectives of this study 
I. To find out the effects of new product innovation on organization’s 
performance. 
II. To establish how new product branding enhances organization performance. 
III. To identify how new product line affect performance of the organization. 
IV. To find out whether new product packaging improves an organization 
performance  
 
 
 
1.5 Research questions 
This study seeks answers to the following questions. 
i. What are the effects of new product innovation on an organization’s 
performance? 
ii. In what ways do new product branding enhanced performance in an 
organization? 
iii. What are the effects of new product line on organization performance? 
iv. In what ways do new packaging of products improved performance in an 
organization? 
1.6 Significance of the study 
Throughout this research study a number of benefits will be realized by all interested 
parties i.e. the organization of research, the researcher, the Management University of 
Africa as well as the future researchers. 
a) To the researcher 
The researcher stands to attain a degree certificate in bachelor management and 
leadership, marketing option upon completion of this research study since it is a 
requirement for one to have successfully gone through her course study. The 
researcher also will be able to gain more knowledge of research to addition to what 
she has learnt theoretically. This addition knowledge will therefore advance the 
researchers skills. 
b) To Amra Herbal Clinic 
The management of this organization will be able to use the findings of this research 
study in a way that helps it to advance or correct where necessary as far as new 
product development (NPD) is concerned.  
c) To the Management University of Africa 
This research study will help MUA in equipping its library. Since a library is pool of 
knowledge, then the institution stands a position of adding this research to the other 
already existing knowledge that will be useful to the interested scholars.  
d) To the future researchers  
Future researchers will be able to use knowledge and information in this research 
study as appoint of reference. Besides that, research is a continual process of 
expounding on an existing problem in a given area of study, therefore the future 
researcher still can expound on this study. 
 
1.7 Limitations of the study 
Some of the likely limitations of this study were as follows; 
Fear in some of the respondents. The respondents might develop fear in providing 
information that could provoke the management. Therefore the researcher will limit 
the use of observation as one of the data collection instrument but ensure that the 
respondents understand the questionnaires well in order to obtain reliable information. 
The researcher will also assure the respondents about the confidentiality of the 
research study. 
 
The other likely limitation is inaccessibility of the important information from the top 
management. It is a habit of some organization ‘stop management to withhold or 
develop aspect of unwillingness to disclose full information if they feel need of 
confidentiality. Thus they might be resistant in providing more information due to 
fear of leakage of such information to the subordinates and or the competitors. 
 
1.8 Scope of the study 
This study focused on the effects of new product development, ways of enhancing 
new product development and challenges facing new product development in an 
organization. The study involved stratified random selection of the respondents. The 
respondents were staffs and clients of Amra Herbal Clinic This study took two (2) 
months to complete.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 CHAPTER TWO 
LITERATURE REVIEW 
2.1 Introduction 
This chapter provides an overview and understanding of the topic of study at hand. 
The researcher is going to gather theoretical and past studies information explaining 
the effects of new product development in an organization.  The collected information 
will thereafter be expounded upon and explained according to the research study 
objectives. This information will be of great help in guiding this process of research. 
This chapter also provides critical review, summary and gaps to be filled as well as 
conceptual framework. 
 
2.2 Theoretical review 
In today’s world of business, new product development is a fundamental activity that 
enables an organization to accomplish its organizational objectives. Be it a service or 
goods oriented organization, (NPD) is a must. Several authors have written different 
theories in explanation about the concept of NPD and its application. (Maesince97) 
assert that International trade in a globalized economy is a critical factor in economic 
growth of a nation. In highly competitive world economy, an enormous role is played 
by robust NPD where developing a clear state identity of a product is the key for 
being successful in any sector, (Crockett and Wood 2004) .The initiation of NPD that 
conforms to global standards offers likelihood for an organization to realize growth 
strategy and effective benchmarking. Organizational competitiveness has a rising 
trend and calls for marketers to create a centre of attention for consumer feedback.  
(Joachimsthaler 2000) constructed a planning model for analysis, development and 
implementation of new branding of products. Prior to development and 
implementation process, conducting strategic brand analysis (customer, competitor 
and self-analysis) is advised to present required features for planning and emphasize 
on the need for further improvements in practical and theoretical levels of NPD 
process. For the incorporation of new branded products in marketing,(Kosteljik 2008) 
explain that the NPD paradigm will bridge the gap among marketing science and 
practice; and might provide a balanced and improved organization performance over 
the market. (E, 2010) and (Petrick 2006) all agree that unlike many scientific 
contributions in the field of product brands, the research line of various product 
brands is still in its infancy. 
Evolution of Normative Theory 
This theory is based on four fundamentals of product development; logic of natural 
evolution, logic of deliberate development, self-correction of normative science and 
revolution in normative science 
 
Logic of Natural Evolution methods brings about the understanding of traditional 
way of professional activity. Men have been compelled to adapt his activity and his 
belonging to the changing requirement of the environment. These changes were made 
almost instinctively. Down the line of the community generation younger members 
had the access to an abundant source of experience through tacit wisdom stored in the 
memories of their elders and accumulated in the models of design of all the products 
which followed tradition. Christopher Alexander (1964) gives description of how 
tradition could be developed ‘form-builders will only introduce changes under strong 
compulsive where there are powerful irritation in the existing form which demand 
correction. Adoption depends on the simple fact that the process toward equilibrium is 
irreversible. Misfit provides an incentive to change good fit provides none. In theory 
the process is eventually bound to reach the equilibrium of well-fitting forms. 
However, for the fit to occur in practice, one vital condition must be satisfied. It must 
have time to happen. The process must be able to achieve its equilibrium before the 
next cultural change upsets it again. The development of tradition is normal 
incremental. It mainly consists of just small diversions from the original model after a 
tentative change is made; the results will be scrutinized and judged either better or 
worse than the original (Gupta A., 1986). If it’s not deemed satisfactory new attempts 
are made until a good ‘fit’ is found. The method is known as iteration. 
Logic of Deliberate Development: As a contrast to the traditional method, Friedman 
explains the method of "scientific education”, the modern innovators can base their 
designs not only on earlier products and on the experiences from their use, but also on 
something very powerful: theoretical models of the products. Models can provide 
grounds for completely new solutions, grounds for evaluating them and for 
developing them until a variant which fulfils all the simultaneous requirements is 
found. Constructing a theoretical model for a practical product or its use is often 
difficult enough, and it was probably seldom done during the era of traditional 
craftsmen. However, in modern society there are specialists in the making and use of 
theoretical models. When such specialists are invited to take part in the process, it 
means starting a deliberate development project which calls for special methods. The 
idea of inviting academic researchers to assist in industrial development is relatively 
new. Before the industrial revolution, most research was done in universities, and 
their researchers were not really interested in the development of practical activities. 
These latter were classified as part of the management of industry and crafts, which 
activities were often considered less intellectual and less valuable than "pure" thinking 
and erudition. This order of values was a legacy dating back to antiquity, when 
industry and all practical work were delegated to slaves and servants (Amstrong P. K., 
2008) 
Self-correction of normative science: An important factor in the evolution of a 
branch of science is its ability to respond to the requirements of society, in other 
words how accurately the internal system of science can detect external needs and 
problems and steer its own activity accordingly. Both in descriptive and normative 
research there are mechanisms for this task, but they work quite differently. The 
traditional self-corrective procedure of descriptive science is based on verification, the 
mutual peer criticism of all published descriptive research findings, as it is explained 
in Assessing Theoretical Output. As a contrast to descriptive science, in normative 
studies the principal assessment criterion is the utility of the findings. The close 
contact with practice helps in directing research into those topics that the community 
regards as important, and it also tests the utility of each research project and the 
results that are achieved when applying the findings into practice. The evaluation 
comes normally from the industry, but it could be collected from the great public, too.  
Revolutions in normative sciences: A fine example of revolutions in normative 
sciences is design theory, especially the history of European architecture. Its theories 
as well as its styles are well documented from antiquity. The theory illustrates that, in 
design theory small and large revolutions have long been frequent, and each of them 
has caused a visible change in the prevailing style of design. Human societies change 
continually, the utility value of any design theory varies in time and it is normal that 
after major social changes in society also the prevailing paradigms of design lose their 
charms and people begin to long for a change in the trend of design. It is possible that 
even the principal goal of design will be changed, which will at once be mirrored in 
subsequent products as a set of new features. 
 
2.2.1 New Product innovation and organization performance 
The process of new product development has got a number of effects on the 
organization’s performance. Such effects could be either positive or negative, thus 
need of a comprehensive analysis of them by the organization. Some of these effects 
are internal whereas others are external in nature.  
 
According to (Amstrong P. K., 2008), new product development has got a positive 
effect on the organization performance in a sense that diversification of organization 
risks is achieved. An organization that develops new product it is in a better position 
of spreading risks attached to its line of operation. Kottler and Armstrong argues that, 
due to the dynamism of the modern market organizations are moving at a faster pace 
to contain most of the risks foreseen on the current products that are on offer, thus 
they engage in a robust new product developments so that, in case of the current 
trending product starts declining then a newly introduced product can take over the 
market.  
 
Customers will develop strong loyalty in organizations that are innovative in nature. 
Introduction of new innovative products portrays a positive image of the organization, 
thus being in a position to retain loyal customers and attracting new potential 
prospectus (Lysons& Farrington 2006). Consumers are seeking products that are in a 
position to solve their problems as well as change their behaviour. Customers would 
prefer newly produced products and not old ones that are repackaged. The 
organization that desires to create a pool of customer, then such an organization has to 
engage into a vigorous production of new products which reflect the specification and 
expectations of the customers. Therefore improved new product development process 
will definitely enhance current customers and potential prospectus loyalty to the 
organization. 
 
According to (Jacob, 2009), introduction of new product into organization operation 
pipeline is costly in terms of time, financial and human resource. Some products may 
need moderate capital to introduce them in the organization whereas some are costly. 
Therefore organizations should evaluate costs associated with production process of a 
new product. Such an evaluation will be able to help the organization in making 
certain concrete decisions as far as(NPD) is concerned. Otherwise, failure to evaluate 
costs associated with the production of a new product may results into a massive 
shortfall of the organization since it will drain its equity in facilitating such a project. 
 
It has been noted that the secret behind those successful organizations is simply 
because of the successful introduction of new products in their pipeline of operation. 
Organizations make higher margins from different products introduced. This is 
especially to the products manufactured by the organization itself. Varieties of 
products offered by the organization tend to attract a pool of potential buyers whose 
purchase increases sales turnover in an organization hence maximizing profits. 
(Armstrong 2008) argues that new variety of products in organization operation line 
will ensure high rate of potential customers at same time attract more potential 
prospectus who in return increases their purchasing power hence increasing 
organization sales turn over. This helps the organization to effectively maximize 
market share as well as growth.  With effective pricing methods an organization is in 
a position to maximize profit from high sales made from variety of new products 
produced and sold by the organization. This idea of profit maximization has been and 
is still the key drive behind the need to introduce new products by most of the 
organization in the world of business. 
 
2.2.2 new product branding and organization performance 
(Aaker 1991) explain that new product brand association is anything that is linked in 
memory to a brand. The association reflects the fact that products are used to express 
lifestyles whereas other associations reflect social positions, and professional roles. 
Still others will reflect associations involving product applications, types of people 
who might use the product, stores that carry the product, or salespeople who handle 
the product or even the country of origin. (Kelle, 1998) defines new product brand 
associations as informational nodes linked to the brand node in memory that contains 
the meaning of the new brand product for consumers. These associations include 
perceptions of brand quality and attitudes towards the brand. Keller appears to 
hypothesize that consumer perception of a brand are multi-dimensional, yet many of 
the dimensions they identify appear to be very similar. The image that a good or a 
service has in the mind of the consumer-how it is positioned is probably more 
important to its ultimate success than are its actual characteristics. The associations 
convey either the concept, or the meaning of the product in terms of how it fulfills a 
customer’s need in anticipation of increasing the organization in terms of relevance, 
customer loyalty and sales turnover. 
Strong new product branding can help strengthen product equity. Similar to perceived 
quality, effective new branding of products can also increase customer satisfaction 
and organization performance (A, 1996). (Pappu 2005) explain that new product 
brand awareness can positively affect the formation of the product’s brand and 
organization’s image. 
(Joachimsthaler 2000) concluded that to be effective, a new product brand needs to 
resonate with customers, differentiate the brand from competitors, and represent what 
the organization can and will do over time. For a new brand product to excel in 
performance, the brand image must be well planned, nurtured, supported, and 
vigilantly guarded (Knapp, 2000).  
A major key that ensures performance success in an organization as far as new 
product branding is concerned, is to understand how to develop a brand identity, to 
know what the brand stands for and to effectively express that identity (A, 1996).  
The idea of new product development is a result of the need of organization to 
maximize market share and achieve its growth strategy, (Armstrong 2008). For 
companies to have a successful new product development, then it has to ensure that a 
comprehensive product development plan is formulated as in the case of new product 
branding. Strategic steps should be followed critically considering all factors from the 
idea generation phase through to the product development and testing phase. 
 
(Farrington, 2006) argues that companies with future oriented plan in new product 
development ought to conduct a quality environmental scan since the marketing and 
consumer world does not exist in vacuum. Due to the ever dynamism political climate 
and economical issues then comprehending the regulatory issues of the industry 
sector, the overall economy and its potential effect on the new product could be of 
great help before commercialization stage. 
 For an organization to achieve a future oriented new product development plan, then 
a number of ways have to be incorporated in the plan and process (Jacob, 2009)such 
ways or enablers which  ranges from organizational to the employees perspectives. 
Innovation has become the most widely enabler or way that most of the companies 
with future oriented in NPD have used to achieve the objectives. Most of the 
customers or consumers would want fresh and different products to solve their 
problems as well as help them change their behavior. This expectation from the 
customers definitely drives the organization to embrace innovation and creativity in 
order to enhance production of new innovative products that could meet the needs of 
the consumers. The market space is already overcrowded, thus the need of highly 
innovative product that could sail through the market with little difficulties. The 
organization therefore is forced to become a learning organization in order to expand 
its innovative and creativity in new product development mechanisms. Employees are 
encouraged to show their talents and abilities in different areas of organization 
functions. Innovative products will also help the organization in proper time 
management as well as make the stakeholders lives easier. 
 
Cross- organizational collaboration is a mechanism of ensuring a collective 
responsibility in organization activities (Armstrong 2008). Managers with excellent 
performances are increasingly becoming aware of the significance of cross-
collaboration amongst units or departments of the organization. Cross- organizational 
collaboration is a simple way of enhancing the process of new product development 
in an organization. This involves formation of a cross functional teams of experts 
across the organization departments. The representatives in this team bring in new 
critical input that will lead to more efficient streamlined product development. The 
team members are selected on the basis of merit, specialization and ability in relation 
to the problem at hand. 
 
Growing the team is another way of enhancing NPD. Since the team is formed on the 
basis of merit. The organization has to recognize the talents of individuals. When this 
talents and fresh ideas are effectively tapped by the organization then can augment a 
product development team exponentially. This members bring in strong skills be it 
strategic and critical thinking skills. 
 
Organizations that embrace customer-centric focus are in a better position to gather 
relevant information from the customers during feedback engagement process. Thus 
organization can understand the power and influence that the customers feedback and 
opinions could have on product development (Farrington, 2006).This mechanism 
enables the organization to listen to what its customers want and need by scheduling 
formal reviews and or survey with them. This will continue to influence successful 
product development in the future. 
 
Exploring new global markets especially to “frontier markets” it is more worth in 
escalating the company on higher competitive radar. With increased global marketing 
of new products, understanding and respecting the nuances of cultural competency to 
develop successful products is paramount to a company’s success. 
 
(Amstrong P. K., 2008)Power of market research has been instrumental by most of 
companies because it provides good benchmark of the public opinions. Regardless of 
the outcomes, research is a must-do for any successful product development plan. 
This help organization to establish whether there is need for a product and what is the 
expectation of the consumers on the market. To enhance NPD mechanism of a 
product that is future oriented, especially in increasing demographic shifts, then one 
need quality market research. Market research as a way of enhancing new product 
development is achieved through the help of SWOT analysis which simply means 
strength, weakness, opportunities and threats. The strength and weakness are internal 
environmental factors of an organization and which the organization can control, 
while the opportunities and threats are external environmental factors and they are 
beyond the control of the organization. During market research and by use of SWOT 
analysis it is important for an organization to be considerable enough in analyzing 
such factors because they are determinant in the success of a new product launched.  
 
2.2.3 New product line and organization performance 
Originally, strategic positioning was a marketing term that described how a company 
configured the 4 Ps of marketing (product features, price, place, and promotion) so 
that they appeal to a specific market segment or niche (Farrington, 2006). Today, 
strategic positioning is all about performing different activities from rivals or 
performing similar activities in different ways that is new product lines. Strategic 
positioning is a differentiation tactic by customer segment, with the goal to dominate 
one market niche as much as possible, thus matching production costs, locations, 
price and product to maximize the returns on investment (ROI) on that combination in 
consideration of NPD. The primary benefits are to gain market share dominance, and 
keep margins as high as possible to maximize profits by the organization. 
Fundamentally, the strategy acknowledges that for most companies ‘one size does not 
fit all’. By matching the combination of the four factors to market niches, a company 
can optimize its market penetration and its operations to serve those market niches by 
introducing effective new product line (Joachimsthaler 2000). 
Strategic positioning requires a more complex business operation, and managing this 
complexity increases overhead, and requires more sophisticated management 
techniques, tools and information. If not done properly, one product configuration can 
cannibalize another in the marketplace, and launching a new product may actually not 
marginally improve the businesses Return on Investment (ROI) because it just 
siphons customers from other products by the same company. 
Companies use new product line strategic positioning when they consciously decide 
to expand their business into different market segments than they are in currently 
(Maesince 1997).  
Organizations do formulate good new product line development plans which are taken 
through a comprehensive implementation process to the later. This NPD plan scores 
good results which are reliable in future. However, despite of the great achievement 
recorded by new product developed by organization still there are some challenges 
attached to the process of new product development (Jacob, 2009) 
 
The development cost of some of the new products is extremely high. This cost could 
be capital to be employed; capacity of the firm, workforce, variable costs and prime 
material cost. Organization will strive to initiate a product with such constraints with a 
hope of achieving the objective but face failure in future hence registering severe 
setback. Most of the organization ends up jeopardizing the whole business process 
due to the high cost of developing new product which drains the organization’s equity 
as a way of funding the new product project. 
 
(H, 2007) Modern markets have become too dynamic in nature in that one to 
understand the market trend or behaviour of a certain product is difficult. Some 
products take shorter period of time on market and then lose their relevance; this has 
been associated with the dynamism of market trends in certain sectors. Due to such 
dynamism of the market of certain products companies found them in a nonstop 
vigorous market research in order to gather relevant information, acquire consumer’s 
feedback and opinions. This process itself is tiresome as well as organizational 
resources unfriendly. Therefore, organization at sometimes are uncertain of the 
products future, simply because consumers might change their preference at any time 
depending on the market trend. 
 
According to (Jacob, 2009), for any given product there exists a competitor or there is 
possibility entrance of a new competitor. The existence or entrance of a competitor is 
a key threat to the new product developed by an organization. Stiff competition 
arising from competitor(s) may cause premature failure of the new product that is on 
or yet to be released to the market. Competing organizations outweighs others inform 
of advanced technology, skilled workforce, intensive marketing capabilities, 
production of quality products, financial capabilities among other things. This stiff 
competition forces other companies to withdraw their products from the market at a 
tender stage with a fear of massive failure. Some inferior companies are therefore 
absorbed as a subsidiary of the well performing companies on the market in order to 
gain bigger market share. 
 
Poor product design is another challenge that is facing new product development in 
most organizations. Product design is a crucial stage of putting all the needs of 
producing a product that reflects the expectation of the customers. Some of the 
organizations fail to put correct mechanisms of initiating NPD. Incomplete market 
research may lead to poor product design due to insufficient collection of relevant 
data which can be analyzed later into useful information that will lead correct product 
design. When a product is poorly designed then chances of it picking up on market are 
minimal. A cross- functional team ought to be constituted basing on merit and 
qualification so as to initiate a proper and correct product design which will do well 
when later commercialized. (Jacob, 2009) argues that designing a product requires a 
universal collaborative approach, that is; consumers or customers should be able to 
provide clear specifications or opinions on what are their expectations, this is simply 
done during market research and feedback collection process. Thereafter the 
organization should be able to screen the gathered data, modify them and come up 
with a prototype of the product which will be subject to a number of activities as far 
as new product development is concerned. With all that a suitable product design is 
achieved. 
 
2.2.4 New product packaging and organization’s performance 
The Strategic Importance of new packaging products (Chaneta 2012) sees strategic 
planning which tries to match target market needs and attitudes with the marketing 
mix offered and packaging is definitely a part of the mix. In some cases, it may be a 
vital part. A new package can become the major factor in a new marketing strategy by 
significantly improving the total product and organization’s performance. A new 
package change often creates a (new) product by giving either the regular customers 
or new target markets the existing product in a new form or quantity that is more 
satisfactory.    
(Choi2007) believes that better protective packaging is especially important to 
manufacturers and wholesalers, who may have to absorb the cost of goods damaged in 
transit. Sometimes the cost of such damage can be charged to the transportation 
agencies. Moreover, goods damaged in shipment may delay production or cause lost 
sales. (Frankling 2004) also agrees that packaging is vital to retailers, they benefit 
from both the protective and promotional aspects of packaging. Packaging which 
provides better protection, supermarket operators claim, can reduce store costs by 
lessening breakage, shrinkage and spoiled, preventing discoloration and stopping 
pilferage (Chaneta, 2012). Packages that are easier to handle can cut costs by 
speeding price marking, improving handling and display, and saving space. 
(Chaneta2012) says that packaging can increase sales by such promotionally-oriented 
moves as offering smaller or larger sizes more multipacks, better pictures of the 
product itself, illustrations of the product in use and more effective use of colour.   
Packaged goods are regularly seen in retail stores and may actually be seen by many 
more potential customers than the company’s advertising. An effective package 
sometimes gives a firm more promotional impact than it could possibly afford with 
conventional advertising efforts. Promotionally-oriented packaging also may reduce 
total distribution costs. An attractive package may speed turnover so that total costs 
will decline as a percentage of sales. Rapid turnover is one of the important 
ingredients in the success of self-service retailing. Without packages, self-service 
retailing would not be possible (Chaneta, 2012). Chaneta agrees that costs may rise 
because of packaging and yet everyone may be satisfied because the packaging 
improves the total product, perhaps by offering much greater convenience or reducing 
waste.   
2.2.4 Past studies 
According to Consumer Goods Technology (CGT) and Sopheon Corporation (2011) 
did a survey study jointly on product innovation challenges facing consumer goods 
manufacturers a case study of companies with annual revenues of $ 300million or 
more globally. The general objective of this research was to examine the innovation 
practices, performance and execution impediments among companies across the 
consumer goods sector. This survey targeted a comprehensive mix of segments 
comprising the consumer goods market, including food and beverage, apparel and 
footwear, nonfood consumer packaged goods, consumer durable goods and consumer 
electronics. 
 
The findings of this research were as follows; the study indicated that, the hurdles to 
the successful development and launch of new consumer products can be found in the 
earliest stages of the innovation process. The average company derives 25% of its 
revenues from products introduced within the past five years, but only half of the 
products launched achieve profit goals this leads to profit shortfall including lack of 
product differentiation and poor market analysis. Most of the companies participating 
in the survey indicated that they had little difficulty generating product ideas, less than 
20% of those ideas resulted in products considered to be highly innovative. Nearly 
60% of the respondents indicated that development resources were stretched too thin 
because of an excessive number of projects in the pipeline. A majority of respondents 
also reported rifts in alignment between short-term product development activities and 
long term growth strategies. 
 
The study therefore concluded that the principal reason good product ideas fail is that 
they get stuck between conception and development. Furthermore the research offers 
a range of factors affecting the product innovation success of consumer goods 
manufacturers. Such factors include; information gaps that undercut new product 
investments, inhibitors of effective product portfolio management and deficiencies in 
post-launch performance measurement practices.  
According to Ann Kalembe (2015) who did a study on contribution of branding in 
enhancing performance; a case study of tourism sector in Rwanda. The study found 
that tourism branding is concerned with the promotion of the tourism of a country 
contributes to the improvement of the overall image and to the creation of a strong 
brand (Anholt, 2009). 
 In a highly competitive global environment, where people’s awareness of different 
countries is limited, it is crucial for tourism to have a strong brand, and appealing 
image. In destination branding, the slogans are seldom similar, because it’s almost 
impossible to summarize a destination’s personality and identity in only a few words. 
A good image and a positive reputation are probably the most valuable assets a 
country can possess. Every place has an image, but those of nations and other places 
are not directly under the marketer’s control. 
The first studies on destination image were done by Hunt in 1970s. Pike (2002) 
identified 142papers written before 2000 that relate to the topic. Since then several 
authors address this topic from different perspectives: image formation and elements 
(Baloglu & McCleary, 1999). 
 
 
 
2.3 Critical review 
It is of critical concern to note that it is evident in this research study that organization 
existence is pivoted on its products hence the need to revamp production effectiveness 
as well as efficiency. In the line of production an organization need to advance 
techniques of introducing new products in the organization. This is geared towards 
satisfying customers hence ensuring customer loyalty to the organization. Very 
effective methods and ways of enhancing NPD ought to be put in place so that the 
organization is able to achieve its goal of product variety. Besides that the 
organization should develop an attitude of a learning organization in order to acquire 
more knowledge need in NPD. 
 
2.4 Summary and gaps to be filled 
A future oriented organization has to put effective mechanisms of ensuring that its 
products suit the customer’s expectations. Customers will always place their 
specification and expects the organization to meet them. Therefore there is a need for 
enhancing new product development in order to ensure that customers’ expectations 
are met satisfactory. New product developments need a robust mechanism which will 
ensure that whole process is effective and efficient. 
 
Before anticipating NPD it is of great importance for an organization to carry out an 
elaborative analysis of the effects, ways and challenges likely to be of great concerns 
in the real circumstance. The most likely effects of NPD on an organization includes 
improved organizational image, increased customer loyalty, increased purchases, 
diversified risks as well increased market share maximization. However, the 
organization is likely to incur high production overheads as well as loses when the 
new product does not respond well on the market. 
Organizations use various ways of enhancing NPD, ranging from rebranding, 
acquisition of other products and producing new different product. Although NPD 
might be an ultimate solution to an organization for surviving on the market. 
However, there are a number challenges facing NPD; insufficient funds, inadequate 
capacity, inadequate knowledge and skills 
 
From the past studies done on NPD, little consideration was put on how factors of 
NPD, such as; new product innovation, new product branding, new product line and 
new product packaging affect an organization performance. Therefore basing on such 
studies, it is difficult to enumerate the effects of NPD on an organization performance 
as far as core factors are concerned; hence this study focuses on the factors of NPD on 
organization performance. This study seeks to use relevant data collection instruments 
as opposed to the one used in the past studies which was too personal. Therefore lack 
of focus on factors affecting new product development on an organization 
performance and invalid data collection instruments used in the past studies is the gap 
that this study seeks to fill. 
 
2.5 Conceptual framework 
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Figure 2.1 Conceptual framework 
Explanation 
Independent variables 
For an organization to develop effective and reliable products that meet customer’s 
expectation, it has to factor in relevant inputs such as developing a learning 
organization that is innovative and creative to embrace NPD research concepts and 
mechanisms. A learning organization provides a conducive environment for 
developing skills, adapting new and advanced mechanisms of operation. Adaptation 
of new product branding which consists of existing products will improve on sales 
turning over therefore, improving the organizations performance in general. New 
product line development on the other hand increases the organization portfolio as 
well as supporting employee’s performance. New packaging of products involves 
NEW PRODUCT 
DEVELOPMENT 
- New product 
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-New packaging of 
product  
 
ORGANIZATION 
PERFORMANCE 
-Improved products 
sales turnover 
-Supportive and 
improved employees’ 
performance 
- Consumer 
satisfaction 
sorting out the products in units that can easily consumed by customers with 
convenience. 
 
Dependent variables 
When organization anticipates all those inputs and processes effectively will 
definitely lead to production of improved innovative products that will in turn enable 
the organization to gain competitive advantage over competitors. The other outputs 
associated with the above inputs and process is supportive and improved employees’ 
performance as well as customer satisfaction. Incorporation of well strategized inputs 
and effective moderating mechanisms will result into an overall improved 
performance of the organization at large as well as the individual performance. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER THREE 
RESEARCH METHODOLOGY 
3.1 Introduction    
This chapter explains the research design and research methods, target population of 
the study, sample size, data collection and data analysis. 
 
3.2 Research design 
The researcher adopted a descriptive case study in gathering data. This research 
design stands to be suitable and viable in acquiring vital data for evaluating the 
situation in an organization of study as far as new product development is concerned. 
The descriptive case study method involves collection of information without 
manipulation of any variable and changing of the environment in context. The process 
was primarily concerned with finding out what might emanate from the study. 
 
3.3 Target population 
The researcher targeted a population of 110 employees of Amra Herbal Clinic. This 
firm is based in Mombasa County within the City of Mombasa along Maungano 
Street off Moi Avenue. 
. 
3.4 Sample size 
The researcher obtained a sample size of 52people using Nassiuma’s formulae, thus 
making the sample size to be 47.3 % of the target population. This is as shown below. 
S= N (Cv2)/ Cv2+(N-1) e2 ; where S= sample size, N=target population=110, Cv 
=coefficient of variation=0.5, e= Pearson coefficient =0.05 
S= 110(0.5*0.5)/ 0.5*0.5+(110-1)0.05*0.05 
    =52 people 
Table 3.1 Shows research study sample size 
Stratum Target 
population 
Sample size Percentage 
(%) 
Directors 4 2 3.85% 
Production 26 12 23.07% 
Administration 17 8 15.38% 
Sales, marketing & distribution 63 30 57.69% 
TOTALS 110 52 100% 
Source Amra Herbal Clinic 
3.5 Sampling procedure 
The researcher obtained the sample through stratified random selection method. The 
sample size was categorized into strata of similar characteristics then finally sampled 
using the earlier mentioned method. This was aimed at simplifying the process of 
research as well as making research more economic. The researcher departmentalized 
the target population into four stratum; the directors, production, administration, sales, 
marketing & distribution. From this stratum the researcher randomly selected the 
desired sample from each stratum using a coefficient of 2.1 in each stratum totaling to 
the calculate sample size of 52 people. 
 
3.6 Data collection instruments 
Both questionnaires and interview schedules were used in collecting data from the 
respondents. The researcher constructed questions both in open ended and closed 
ended form in order to make them easy for understanding by the respondents. The 
open ended questions provided space for expression by the respondents while the 
closed ended questions were for option response. This format of questionnaire was 
aimed at minimizing costs in terms of time and other material resources. 
 
The researcher conducted interview schedules with top management. The interview 
schedules were used in order to source data in depth since questionnaire might not 
gather data in depth. Besides that, interview schedules are vital in getting clarification 
in areas that need detailed data. Throughout the interview the researcher interrogated 
interviewee as the researcher takes some notes 
 
3.7 Reliability of the data 
Data collection instruments were first pretested on few respondents. The researcher 
used the same instruments to respective respondents in two different groups 
comprising five (5) people representing each stratum. The two studies registered 95% 
and 98% level of accuracy in response. Since the pilot studies registered high 
appropriateness response rate of above 95% it confirmed the reliability of the data to 
be collected. 
 
3.8 Administration of the data collection instruments 
The research data collection instruments were administered in person. The researcher 
opted to administer the data collection instruments in person due to the permission of 
the management of Amra Herbal Clinic and it was also an economic way in terms of 
money and time. The researcher interacted with the respondents as they filled the 
questionnaires. However, it took the researcher five (5) working days to entirely 
administer and collect the data collection instruments for analysis.  
 
3.9 Data analysis 
The researcher analyzed data that was collected both qualitatively as well as 
quantitatively. Qualitatively analysis was useful in evaluating variables that could not 
be quantified. Whereas quantitative analysis helped in evaluating data that required 
placement of some figures to enumerate some useful information, such as response 
rate.  
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER FOUR 
DATA ANALYSIS, PRESENTATION AND INTERPRETATION 
4.1 Introduction 
This chapter gives an analysis, presentation and interpretation of the information 
derived from the data collected during the research study. The researcher edited 
processed and analyzed data qualitatively as well as quantitatively in order to obtain 
information that could be useful in the analysis process. The information acquired was 
tabulated as well as presented graphically. 
4.2 Presentation of findings 
This information was presented in tables and graphs and then interpreted in an 
explanations form. 
4.2.1 Response rate 
This study focused on a sample of 52 people whom data collection instruments were 
distributed and collected back for analysis. The collected questionnaires were 
analyzed in respective category as they were sampled. The table below shows 
response rate. 
Table 4.1 Shows response rate 
Management level No. of questionnaire Collected questionnaire  Percentage (%) 
Top management 11 11 21.2 
Middle 
management 
19 19 36.5 
Subordinates 22 22 42.3 
TOTAL 52 52 100 
Source: Amra Herbal Clinic Mombasa branch. 
 
 
 
Analysis 
The table 4.1 above shows that the researcher registered a high response rate of 100%. 
The response rate was formed respondents as follows; top management 21.2%, 
middle management 36.5% and subordinates 42.3% 
Findings 
The high response rate registered by the researcher was viable in analyzing the 
research study data. The researcher attributed the high response rate to the reliability 
and validity of the research data collection instruments. 
Figure 4.1 Response rate 
 
Source Amra Herbal Clinic Mombasa 
4.2.2 Duration worked by employees 
The researcher sought to establish for how long the respondents have worked in the 
organization. The table below shows the duration that employees have worked in this 
organization. 
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Table 4.2 Duration worked 
Duration Response Percentage 
Below 2yrs 18 34.6 
2-4 yrs 21 40.4 
4 years and above 13 25 
TOTAL 52 100 
Source Amra Herbal Clinic Mombasa 
Analysis 
According to the above table 4.2 and figure 4.2 below the majority of the respondents 
have worked for a period between 5-10 years this was indicated by respondents 
comprising 40.4%. The other respondents forming 34.6% have worked for a period of 
less than 5years and 25 % have worked in the organization for 10years and above  
Figure 4.2 Shows duration worked by the respondents 
 
Source: Amra Herbal Clinic Mombasa 
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Findings 
The researchers found that majority of the Amra Herbal clinic employees have 
worked for the organization a period of between 5-10 years. This indicates that the 
organization is able to retain its employees for a longer period of time hence utilizing 
their ability well. This finding is drawn from the above table and figure 4.2. 
4.2.3 The respondent’s education level 
The researcher was interested in establishing the respondents’ level of education. The 
responses are shown in the table below. 
Table 4.3 shows respondent’s education level 
Education Response  Percentage (%) 
University graduate 10 19.2 
Diploma 28 53.8 
Secondary certificate 14 27 
TOTAL 52 100 
Source Amra Herbal Clinic 
Analysis 
From the above table 4.3 the respondents comprising 19.2% indicated that they are 
university graduates, while majority of 53.8% said that they posses diploma whereas 
27% have got secondary certificate. 
Findings 
The researcher found that majority of the Amra employees have gone up to college 
level and therefore posse’s diploma certificate. This is as shown in the table 4.3 above 
and figure 4.3 below. 
 
 
 
 
Figure 4.3 shows education level of the respondents 
 
Source Amra Herbal Clinic 
 
4.2.4 Nature of jobs at Amra Herbal Clinic Mombasa branch 
The respondents were tasked by the researcher to state about the nature of their job 
and their responses are as shown in the table 4.4 below. 
Table 4.4 shows the nature of respondent’s job 
Nature of job Response Percentage (%) 
Permanent 4 7.7 
Casual 38 73.1 
Contract 10 19.2 
TOTAL 52 100 
Source Amra Herbal Clinic 
Analysis 
From the above table 4.4, it was indicated by majority of the respondents forming 
73.1% that most of the Amra employees are casual workers, while permanent and 
contract workers were 7.7% and 19.2% respectively. 
University 
graduate
19%
Diploma
54%
Secondary 
certificate
27%
0%
Education level
Findings 
The researcher therefore established that Amra herbal Clinic mostly rely on casual 
workers who work as sales people as well as distributor of the firms products. This is 
mainly attributed to the need of cutting down costs of operation. This finding is drawn 
from the table 4.4 above and figure 4.4 below. 
Figure 4.4 shows nature of job at Amra Herbal Clinic Mombasa 
 
Source Amra Herbal Clinic 
4.2.5 Confirmation whether Amra Herbal Clinic do initiate new products. 
The researcher sought to establish whether the organization has been introducing new 
products in its line of operation.  
Table 4.5 Shows whether Amra do introduce new products 
Alternatives Response Percentage (%) 
Yes 48 92 
No 4 8 
TOTAL 52 100 
Source author 2016 
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Analysis 
The above table 4.5 shows that the majority of the respondents comprising 92% said 
that Amra Herbal clinic do initiate new products in its line of operation while 
respondent comprising 8% said that the firm does not initiate new product 
development. 
Findings 
It was therefore established that Amra Herbal clinic do introduce new products in its 
line of operation. This presentation is shown in the table 4.5 above and figure 4.5 
below. 
Figure 4.5 present a confirmation whether Amra do introduce new products. 
 
Source author 2016 
4.2.6 To find out the effects of new product innovation on Amra Herbal Clinic 
performance 
New product innovation has got both negative and positive effects on the 
organization. Such effects are shown in the table 4.6 below.  
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Table 4.6 showing the effect of new product innovation on Amra Herbal clinic 
performance 
Effects Response Percentage (%) 
Risk diversification 10 19.2 
Enhanced customer loyalty 20 38.9 
High cost of operation 10 19.2 
Profit maximization 12 22.7 
Total 52 100 
Source author 2016 
Analysis 
According to the above table 4.6 the majority of the respondents comprising 38.9% 
indicated that enhanced customer loyalty is the major effect of the NPD on the 
organization. Other respondents forming 22.7% showed profit maximization whereas 
respondents forming 19.2% and 19.2% said high cost of operation and risks 
diversification respectively. 
Findings 
The researcher found that the major effects of new product innovation on the 
organization were enhanced customer loyalty. This indicated that when an 
organization anticipate new product development then it is likely to retain loyal 
customers since their diversified needs will be satisfied within the same organization. 
 
 
 
 
 
 
 
Figure 4.6 shows effects of new product innovation on Amra Herbal clinic 
performance 
 
Source author 2016 
4.2.7 To find out how new product branding affects Amra Herbal Clinic 
performance 
New product development can be enhanced through branding depending on the 
strategic goal of the organization. The table below shows how Amra Herbal clinic 
performance has been enhanced by new product branding. 
Table 4.7 shows how Amra Herbal clinic performance has been enhanced due to 
new product branding 
Enhanced performance Response Percentage (%) 
Global market access 12 24 
Innovation & creativity 14 26.7 
Enhanced organization image 19 36 
Cross-organizational collaboration 7 13.3 
TOTAL 52 100 
Source author 2016 
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Majority of the respondents forming 36% said that new product branding has 
enhanced Amra’s image which contributes to the performance. The other ways of new 
product branding that have contributed to performance were as follows; innovation & 
creativity 26.7%, global market access 24% and cross-organizational collaboration 
13.3%. 
Findings 
Therefore, the researcher found enhanced organization image was the best 
organization performance enhanced by new product branding at Amra Herbal Clinic. 
Figure 4.7 shows how Amra Herbal clinic performance has been enhanced due to 
new product branding 
 
 
Source author 2016 
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4.2.8 To identify how new product line affects performance 
An organization introduces new product line objectively to achieve positive 
performance at all levels. However, despite the fact of smooth implementation and 
running of new product line in Amra Herbal clinic, they have faced a number of 
challenges relating to the process, hence the reason why new products line fail. Some 
of the challenges encountered were expressed by respondents as shown in the table 
below. These challenges were solved therefore resulting to positive performance of 
new product line in Amra. 
Table 4.8 Shows effects of new product line in Amra Herbal clinic performance  
Performance Response Percentage (%) 
Reduced development cost 17 32.7 
Competitive advantage 21 40.4 
Reliable market share 4 7.7 
Improved product design 10 19.2 
TOTAL 52 100 
Source author 2016 
Analysis 
According to the above table 4.8, the majority of the respondents comprising 40.4% 
indicated that competitive advantage was the major effect on performance at Amra 
due to introduction of new product line. Other effects of new product line according 
to the respondents were; reduced development cost 32.7%, reliable market share 7.7% 
and improved product design 19.2%. 
Findings 
From the above table 4.8 and presentation in the figure 4.8 below, the researcher 
found that the major effect of new product line was competitive advantage over the 
market. This encourages the company to continuously engage in an intensive market 
and product development research process. 
 
Figure 4.8 Shows effects of new product line on Amra Herbal clinic’s 
performance 
 
Source author 2016 
4.2.9 To find out effects of new product packaging on Amra’s performance 
In order to enhance the performance of new product development, it is important to 
consider new product packaging. This will not only complement the new product but 
enhance performance of the organization at large, as shown in the table below. 
Table 4.9 Shows effects of new product packaging on Amra’s performance 
Effects Response Percentage (%) 
Improved customer satisfaction 18 34.6 
Sales turnover  19 36.6 
Acquisition of new market 
segment 
15 28.8 
TOTAL 52 100 
Source; author 2016 
Analysis 
From the above table, the majority of respondents comprising of 36.6%, indicated that 
the major effect of new product packaging resulted in high sales turnover. However, it 
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is analytical that new product packaging improved customer satisfaction as well as 
acquisition of new market segment as indicated the respondent forming 34.6%and 
28.8% respectively. 
Findings  
The researcher found that new product packaging had a positive effect on Amra’s 
performance across the board with a slight difference amongst sales turnover, 
acquisition of new market segment and improved customer satisfaction. This indicates 
that the above performance score card have strong correlation. 
Figure 4.9 shows the effects of new product packaging 
 
Source: author 2016 
4.3 Data analysis summary 
The researcher obtained high response rate of 100% of the respondents. This high 
response rate was attributed to the validity and reliability of the data collection 
instruments used in the study. Data collected was analyzed quantitatively as well as 
qualitatively and presented in diagrams. 
The researcher found that majority of the respondents had worked in Amra Herbal 
Clinic for a period of 2-4years. It was also found that the majority of the respondents 
34%
37%
29%
New product packaging
Improved customer satisfaction Sales turnover Acquisation of new market segment
had attained a diploma in their education and most of them were casual workers. The 
majority of the respondents indicated that Amra Herbal clinic do introduce new 
product development. According to the respondents the major effect of NPD on Amra 
Herbal clinic performance was enhanced customer loyalty, although there were other 
effects such as; risks diversification, high costs of operation, and profit maximization. 
Majority of the respondents indicated that the best way enhancing NPD in Amra was 
through market research. However, there were other ways such as; exploring global 
market, innovation and cross-organizational collaboration. Finally, the major 
challenge facing NPD in Amra was stiff competition, though some respondents 
indicated; dynamic market behavior, high development cost and poor product design. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER FIVE 
SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS 
5.0 Introduction 
The chapter presents a summary, conclusion and recommendations drawn from the 
major findings of the research study. The research study therefore gives feasible 
recommendations relating to the study to the organization of study. This chapter also 
provides suggestions for further study. 
5.1 Summary of major findings  
The summary of the major findings of this study was drawn as follows; 
This research study registered a high response rate of 100%. This implied that the 
research analysis process was viable and reliable due this high response rate. During 
an analysis process of the research study objectives, the researcher found that; the 
effect of new product innovation to the organization performance of study was as 
follows; enhanced customer loyalty formed 38.9% of the respondents, profit 
maximization had 22.7% of the respondents while high cost of operation and risks 
diversification formed 19.2% and 19.2% respectively. 
Concerning the effects new product branding on the organization performance, the 
majority of the respondents forming 36% said that branding enhanced the 
organization’s image. Other respondents forming 26.7% indicated innovation and 
creativity to have contributed while to the organization global market and cross-
organizational collaboration formed 24% and 13.3% of the respondents respectively. 
On effects of new product line on an organization’s performance, majority of the 
respondent comprising of 40.4% indicated it to be competitive advantage. Other 
effects of new product line according to the respondents were; reduced development 
cost 32.7%, reliable market share 7.7% and improved product design 19.2%. 
 
On effects of new product packaging, the majority of respondents comprising of 
36.6%, indicated that the major effect of new product packaging resulted in high sales 
turnover. However, it is analytical that new product packaging improved customer 
satisfaction as well as acquisition of new market segment as indicated the respondent 
forming 34.6%and 28.8% respectively. 
 
5.2 Conclusion 
The researcher therefore concluded that; for any organization to succeed in its 
objectives then customer needs and expectations should be the priority.  This implies 
that the organization should always strive to meet the customers’ expectations which 
are dynamic in nature. It was found that customers are no longer interested in old 
products that are repacked but they want to see the innovative and creativity of the 
organization in introducing new products to the market. 
New products introduced by companies onto the markets may have a great positive or 
negative effect on the organization’s performance; in this case of Amra Herbal Clinic 
it was found that the major effect of new product innovation was enhanced customer 
loyalty. This of course registered a positive effect hence confirmed the suitability of 
NPD to the organization. The effect of new product branding on organization 
performance was enhanced organization image. Whereas the major effect of new 
product line was competitive advantage over the market and new product packaging 
led to an increased sales turnover. 
5.3 Recommendations 
The researcher recommended the following; 
The organization of study should strive to embrace a cross- organizational 
collaboration approach in implementing NPD plan. Since an organization is a 
collective of various functions under different departments then none of the 
department can work in isolation. The inputs from other critical teams across the 
organization are of great help. Furthermore, this will lead to a more efficient 
streamlined product development. 
The organization should foster the element of a learning organization by encouraging 
innovation and creativity of its employees. This will ensure proper tapping of 
employees’ skills and talents hence making the organization more innovative and 
creative. This will enhance NPD process. 
Finally, the organization should anticipate thorough market and technological 
research about the new product intended to develop before embarking to fully 
commercialization. This is mainly to ascertain future trends of the product to avoid 
massive failure by the new product. 
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APPENDIX 1 
INTRODUCTIONN LETTER 
 
CAROLINE MUNGAI 
STUDENT NO. ODEL-BML/2/00043/1/2014 
MOMBASA  
 
THE MANAGING DIRECTOR 
AMRA HERBAL CLINIC 
MOMBASA- KENYA. 
 
Dear Sir/ Madam, 
REF: LETTER OF INTRODUCTION 
I am a student at the Management University of Africa, undertaking a degree course 
in management and leadership: marketing management option. Research project is 
one of the requirements for an award of a Degree certificate at the Management 
University of Africa. Therefore, I hereby submit my request for your consent for me 
to carry out a research study concerning new product development. This research 
study is basically for the academic purpose. 
Thanks 
Yours faithfully, 
 
Caroline Mungai 
 
APPENDIX 11 
QUESTIONNAIRE 
Please mark in the space provided and only explain where necessary. 
1. How long have you worked in this organization? 
Below 2yrs (    )            2-4 years (    )    4 years and above (    ) 
2. What is your highest level of education? 
University graduate (    )    College (    )     Secondary certificate (    ) 
3. What is the nature of your job? 
Permanent (    )           Casual (    )           Contract (    ) 
4. Does this organization initiate New Product Development? 
Yes (    )          No (     ) 
5. In a scale of 1-5; where 5 is strongly agree, 4  Agree, 4 Not sure, 2 Disagree 
and 1 strongly disagree please indicate how new product innovation has 
affected Amra’s performance. 
Effects of new product innovation Score 
Risk diversification  
Enhanced customer loyalty   
High cost of operation  
Profit maximization  
  
 
6. In a scale of 1-5; where 5 is strongly agree, 4  Agree, 4 Not sure, 2 Disagree 
and 1 strongly disagree please indicate how new product branding has affected 
Amra’s performance. 
Effects of new product branding Score  
Global market access  
Innovation and creativity  
Enhanced organization image  
Cross-organization collaboration  
 
7. In a scale of 1-5; where 5 is strongly agree, 4  Agree, 4 Not sure, 2 Disagree 
and 1 strongly disagree please indicate how new product line has affected 
Amra’s performance. 
Effects of new product line Score 
Has new product line reduced development cost?  
Has new product line increased competitive advantage?  
Is market share reliability an effect of new product line?  
Has new product line improved product design at Amra?  
 
8. In a scale of 1-5; where 5 is strongly agree, 4  Agree, 4 Not sure, 2 Disagree 
and 1 strongly disagree please indicate how new product packaging has 
affected Amra’s performance. 
Effects of new product packaging Score 
Improved customer satisfaction  
Improved sales turnover  
Acquisition of new market segment  
 
 
 
 
 
 
 
 
 
 
 
 
APPENDIX 111 
INTERVIEW SCHEDULE 
1. Does Amra Herbal Clinic initiate new product development?               
………………………………………………………………………………………
………………………………………………………………………………………
.................................................................................................................................... 
1. What are the effects of new product innovation in Amra Herbal Clinic 
performance? 
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 
3. What are factors influencing new product branding in Amra Herbal clinic? 
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 
4. How does Amra practice new product line development? 
………………………………………………………………………………………… 
…………………………………………………………………………………………
…………………………………………………………................................................ 
5. How is the performance of new product packaged at Amra? 
…………………………………………………………………………………………
…………………………………………………………………………………………
……………………….................................................................................................... 
 
 
 
APPENDIX 1V 
TIME SCHEDULE 
Table A: Time allocation 
Activities Duration 
Proposal writing 2 weeks 
Data collection instruments preparation 2 days 
Administration of data collection instruments 5days 
Data analysis, presentation  and interpretation 2 weeks 
Report writing , presentation and defence 2 weeks 
Final research report preparation and presentation 1 weeks 
TOTALS 8 weeks 
Source author 2016 
 
 
 
 
 
 
 
 
 
 
 
 
 
APPENDIX V 
MONEY BUDGET 
Table B: Money allocation 
Activities Amount 
Stationary 1,500 
Research instrument preparation 1,100 
Travelling expenses 900 
Final research report document 6,000 
TOTALS 9,500 
Source author 2016 
 
 
 
 
 
 
 
 
 
 
 
